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Abstract The relationship between export marketing strategies and export performance is
examined in Korea under the strategy-environmental co-alignment theoretical perspective put
forth previously. A sample of managing directors of electronics exporters in Korea is used to test
the hypotheses. Results indicate that the adaptation of products to foreign customers’ tastes,
adjustment of export prices to foreign market conditions, direct exporting, and trade promotions
toward overseas distributors positively influence the performance of Korea exporters. Expenditure
on overseas advertising was not found to influence export performance. Implications for
marketing practitioners and academics are addressed.
In today’s competitive global marketplace, the importance of formulating an effective
marketing strategy has been receiving increased attention. The relationship between
export marketing strategy and performance has received considerable attention in the
literature (see, for example, Christensen et al., 1987; Koh and Robicheaux, 1988;
Miesenbock, 1988; Ford and Leonidou, 1991; Cavusgil and Zou, 1994; Da Rocha and
Christensen, 1994). However, most studies have considered specific marketing strategy
elements in isolation or have explored the relationship between marketing strategy and
performance relationship in the context of a developed country. As such, most
empirical examinations of the relationship have been derived from narrow strategy
orientations of exporters in developed countries, and have not addressed the marketing
issues of exporters in developing economies (Dominguez and Brenes, 1997; Aulakh
et al., 2000). Given the differences between developed and developing economies, the
generalization of prior research to exporters in a developing economy context may not
be appropriate (Aulakh et al., 2000). The lack of research in this area is a limitation in
the literature.
Growth in developing economies such as Korea constitutes a significant
opportunity in the world economic order (Arnold and Quelch, 1998; Aulakh et al.,
2000). While developing economies are often characterized by low per capita income,
economic and political instability and underdeveloped infrastructure, many have
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begun to develop internationally oriented trade policies, stimulating exports as a
mechanism for economic growth and thus generating external and internal market
development. Korea’s gross domestic product and trade volume, both the 12th largest
in the world, place it at the center of the Asian economic growth engine. Korean exports
totalled US$150.4 billion in 2001, with imports amounting to US$141.1 billion. In
addition, Korea posted a trade surplus, of US$8.6 billion, for its third straight year in
2001 (Korea in Korean National Statistical Office, 2002). Korea’s export market is
primarily driven by information and technology products, including electronics, such
as semiconductors, computers, mobile phones, color televisions, TFT-LCDs and
refrigerators. It is in this context, i.e. the export-driven developing economy of Korea,
that understanding the relationship of marketing strategy to performance is explored.
Understanding effective marketing strategies employed by exporters in Korea may
provide a reference point for exporters in other developing countries.
The purpose of this study is to examine the influence of exporter marketing strategy
on performance in the export-driven developing economy of Korea. A
strategy-environment co-alignment perspective is used to explore the influence of a
firm’s marketing strategy (i.e. product, price, place and promotion) on export
performance. A method section specifies the sample and measures. The results are then
presented and discussed. We conclude with a discussion of the theoretical and
managerial implications, a review of the limitations of the study and directions for
future research.
The relationship of marketing strategy to export performance
Marketing strategy is a means by which firms respond to competitive market
conditions. Traditionally, marketing strategy has been decomposed into the four
elements of the marketing mix, i.e. product, pricing, place and promotion. The linking
of marketing strategy to export performance has been one of the most widely
investigated topics in international marketing research (see, for example, Daniels and
Goyburo, 1976-77; Kacker, 1975; McGuinness and Little, 1981; Piercy, 1981; Cooper and
Kleinschmidt, 1985; Christensen et al., 1987; Namiki, 1994; Miesenbock, 1988; Ford and
Leonidou, 1991; Baird et al., 1994; Cavusgil and Zou, 1994; Da Rocha and Christensen,
1994; Zou and Stan, 1998). However, although a great deal of research has been
conducted in the area, the diversity of conceptualizations and performance
measurements has led to inconsistent and contradictory findings (Aaby and Slater,
1989). Fortunately, Cavusgil and Zou (1994) provide an integrative framework for
understanding the relationship of marketing strategy to performance.
Cavusgil and Zou (1994) conceptualize exporting as a strategic response to
competitive conditions founded upon a firm’s resources and its environment. Building
on this conceptual foundation, they proffer the appropriateness of employing a
strategy-environmental co-alignment theoretical perspective (cf. Aldrich, 1979; Porter,
1980). Under this perspective, exporters are viewed as strategy-environment fit
maximizers that align internal and external factors to achieve above normal returns.
Further, Cavsugil and Zou’s (1994) framework incorporates three features necessary to
understanding the inherent marketing strategy-performance relationship. First, the
unit of analysis under the framework is the individual product-market export venture.
Second, export performance is conceptualized to involve both strategic and economic
considerations. Third, the framework is presented in general terms, so allowing for
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flexibility in the internal and external variables included, and thus allowing for
industry specific deviations in salient criteria.
Development of hypotheses
The conceptual framework employed in this study is in no way intended to represent a
complete causal nexus of the export performance of export ventures in Korea. Rather,
we wish to explore, at a fundamental level, the influence of varying marketing mix
elements on export performance in Korean export ventures under the general
framework of Cavusgil and Zou (1994).
Export product strategy
Export product strategy refers to the degree that a firm standardizes or adapts its
products (in this study we are specifically focusing on product issues of adaptations to
customers’ tastes, product quality or safety standards, and production cost). The effect
of product adaptation on export performance has been a widely researched marketing
strategy issue (Levitt, 1983; Cooper and Kleinschmidt, 1985; Jain, 1989; Baalbaki and
Malhotra, 1993, 1995; Szymanski et al., 1993; Ozsomer and Prussia, 2000). For exporters
serving dissimilar customer segments throughout the world, standardization may
alienate foreign customers who might switch to another product that better fulfills
their needs (Kotabe and Helsen, 2001). Firms engaging in product adaptation can meet
cross-border differences of the needs and wants of the firm’s target customers, thus
increasing customer satisfaction and overall performance (Cavusgil and Zou, 1994;
Kotabe and Helsen, 2001). Thus, it is hypothesized that export products adapted to
foreign market conditions will enhance export performance of Korea exporters. More
formally stated:
H1. Export performance of Korean exporters will be positively influenced by the
use of an adaptation product strategy.
Export pricing strategy
Export pricing strategies in the context of this study refers to the standardization or
adaptation of international pricing policies. Firms are able to ensure responsiveness to
changing market conditions, competitive situations, and environmental forces through
the employment of adaptive pricing strategies (Christensen et al., 1987; Koh, 1991).
Prior research suggests that pricing adaptation allows a firm to adjust to local
competitive conditions, thus enhancing its ability to position itself in the market,
resulting in export success (Christensen et al., 1987; Kirpalani and Macintosh, 1980;
Louter et al., 1991). For exporters from export-driven developing economies, engaging
in price adaptation strategies enables quick pricing adjustments to local market
fluctuations, thus allowing for enhanced performance. More formally stated:
H2. Export performance of Korean exporters will be positively influenced by the
use of an adaptation pricing strategy.
Export channel strategy
Export channel strategies can be classified as direct or indirect. Direct exporters, i.e.
those exporters selling directly to an importer or buyer located in a foreign market,
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are responsible for the directing of activities associated with export sales, requiring
the exporter’s commitment in terms of attitudes and behavior for export success
(Stump et al., 1998). Direct exporting has several advantages, for example it can lead
to better knowledge of export markets due to direct contact, increase export
profitability by absorbing part of the gross margin provided to trading companies,
etc.
Alternatively, exporters engaging in indirect exporting use independent middlemen
to market the firm’s products overseas. These middlemen employ their network of
foreign distributors and their own sales force (Kotabe and Helsen, 2001). Research
suggests that successful exporters employ more direct exporting than indirect
exporting (e.g., Christensen et al., 1987; Stump et al., 1998). Exporters employing a
direct channel strategy have greater access to market information and are able to adapt
more quickly to changes in the marketplace than exporters pursuing in an indirect
channel strategy. Thus, exporters pursuing a direct channel strategy are theorized to
be able to achieve enhanced performance.
More formally stated:
H3. Export performance of Korean exporters will be positively influenced by the
use of a direct rather than indirect export channel.
Export promotion strategy
Advertising and trade promotions are two categories of export promotion (e.g. Hill and
Still, 1983; Koh, 1991; Cavusgil and Zou, 1994). The positive influence of advertising on
export performance is based on the rationale that through sound advertising
procedures an exporter can stimulate higher sales. Exporters who have a greater
commitment to their export markets will incur higher levels of advertising
expenditures, resulting in higher performance than exporters that are less
committed to their export markets. For exporters in export-driven developing
economies, advertising expenditures become critical as these exporters have yet to
establish brand familiarity in foreign markets. Therefore, it is hypothesized that an
exporter’s expenditure for overseas advertising will positively influence its
performance of Korean exporters. Formally stated:
H4. Export performance of Korean exporters will be positively influenced by
overseas advertising expenditures.
In addition to advertising, trade promotions (e.g. buying allowances, free goods,
co-operative advertising) can be used by an exporter to enhance export performance.
Supporting a distributor in the export market can lead to a co-operative partnership
between the exporter and the distributor, increasing export performance (Rosson and
Ford, 1982; Bello and Williamson, 1985; Madsen, 1989; Cavusgil and Zou, 1994).
Exporters actively engaged in trade promotions more quickly adapt to marketplace
dynamics, enhancing their performance (cf. Cavusgil and Zou, 1994). Therefore, it is
hypothesized that greater promotional support provided to distributors will positively
influence export performance. More formally stated:
H5. Export performance of Korean exporters will be positively influenced by the
use of promotional support provided to foreign distributors/retailers.
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Method
Sample and data collection
The data used to test the hypotheses were collected through a self-administered
questionnaire sent to the managing directors of the export departments of 180
members of the Electronic Industries Association of Korea, whose exports accounted
for more than 20 percent of total sales. Before sending the questionnaires, each
managing director was contacted by telephone in order to enlist his/her co-operation
with the survey. Sixty-three questionnaires were returned for a 35.0 percent response
rate. Incomplete questionnaires were removed, resulting in 58 questionnaires retained
for analysis (32.2 percent usable response rate).
The respondents consisted of both consumer and industrial electronic industry
exporters. The export experience of the respondents ranged from 3 to 30 years, with an
average of 13.6 years. The firms surveyed ranged in size from 100 to 30,000 employees,
and averaged 6,234 employees. The ratio of export sales to total sales of exporters
surveyed ranged from 20 to 100 percent and averaged 68.87 percent. The ratio of R&D
expenditures to total sales ranged from 0 to 20 percent and averaged 3.87 percent. The
ratio of advertising expenditures to total sales ranged from 0 to 4 percent and averaged
1.52 percent.
Sample representativeness was assessed via non-response bias testing. The number
of employees, years of exporting, product type, ratio of exports to sales, ratio of
overseas advertising expenditures to total exports and ratio of R&D to sales were
examined across early versus late respondents (cf. Armstrong and Overton, 1977). No
significant differences ( p , 0.05) were observed, suggesting that non-response bias is
minimal.
Measures of variables
To ensure content validity of the measures, a review of the literature was undertaken.
Measures were developed based upon pre-existing scales. Respondents were directed
to report on their main export product in their main export market. All multi-item
measures exceed the 0.70 cut-off point established by Nunnally (1978). Table I presents
the measures used.
Product adaptation was measured by a three-item, five-point semantic differential,
summated scale. Scale items were:
(1) how much the exporter considers foreign customers’ tastes for developing
export products;
(2) to what extent products for export are differentiated from those for the domestic
market; and
(3) to what extent export products are differentiated (cf. Koh and Robicheaux, 1988;
Lee, 1992; De Luz, 1993; Cavusgil and Zou, 1994; Axinn et al., 1996; Katsikeas
et al., 1996).
Coefficient alpha for the scale was 0.80.
Export pricing adaptation was measured by a two-item, five-point semantic
differential scale. Scale items were:
(1) the degree to which exporters consider the market demand and customer’s
response of foreign markets in determining export prices; and
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(2) to what extent exporters consider competition in the foreign market when
determining export prices (cf. Christensen et al., 1987; Louter et al., 1991; Lee,
1992; Axinn et al., 1996).
Coefficient alpha for the scale was 0.73.
Exporter channel strategy was conceptualized as the degree to which an exporter
employed direct versus indirect channels. Export channel strategy was measured by
summating the proportions of direct exports to local distributors, retailers, and
manufacturers in total exports.
Export promotional strategy was conceptualized as consisting of advertising and
trade promotion. Export advertising expenditure was measured by the ratio of
overseas advertising expenditures to total exports (cf. Lee, 1992; De Luz, 1993;
Evangelista, 1994). Trade promotion was measured via a two-item five-point semantic
differential scale assessing:
Measures
Coefficient
alpha
Export marketing strategy variables
Adaptation of export product Degree of considering foreign customers’ tastes
Degree of differentiation of export product from
domestic product 0.80
Degree of differentiation among export products
Adaptation of export pricing Degree of considering customer
demand/response in foreign market
Degree of considering competition in foreign
market 0.73
Direct exporting channel Proportion of exporting to overseas distributors
in total exports
Proportion of exporting to overseas retailers in
total exports
Proportion of exporting to overseas
manufacturers in total exports
Size of overseas advertising
for export products
Proportion of overseas advertising expenditures
among exports
Extent of trade promotion for
export products
Extent of trade promotions toward foreign
distributors or retailers 0.76
Extent of sales promotions toward foreign
customers
Covariates
Firm size Sales
Total amounts of exports 0.90
Product type If the product is consumer goods then product
type ¼ 0; otherwise, 1
Cultural similarity of export
market
Degree of similarity of cultural environment to
domestic market
Economic stage of export
market
If the foreign market is developing countries,
then economic stage ¼ 0; otherwise, 1
Table I.
Measures and reliabilities
of export marketing
strategy variables and
covariates
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(1) the degree to which the exporter provides buying allowances or rebates for
overseas distributors or retailers (cf. Lee, 1992; Cavusgil and Zou, 1994); and
(2) the extent of sales promotions toward foreign customers.
Coefficient alpha for the measure was 0.76.
In the literature, export performance has been measured both economically and
behaviorally. Researchers argue that although economic measures (e.g. export
intensity, export growth rate, or export profitability) can be objective and provide
directly comparable assessments of performance (Shoham et al., 2002), they fail to
reflect the firm’s strategic objectives, such as market expansion, competitive response,
or increasing awareness of the product (Bonoma and Clark, 1988; Cavusgil and Zou,
1994). Alternatively, researchers contend that although behavioral measures (e.g.
perceived success or satisfaction with export performance) are more subjective and
open to bias (Katsikeas et al., 2000), they provide a strategic dimension omitted from
economic measures. More importantly, researchers contend that economic measures
are typically measured at the firm level, making it difficult to observe the export
marketing strategy-performance relationship at the product-market level (Cavusgil
and Zou, 1994). Thus, export performance was measured behaviorally in this study.
Specifically, export performance was measured on two five-point semantic differential
scales measuring:
(1) the degree of current satisfaction with export performance; and
(2) assessment of export performance in the near future.
The measure of export performance is consistent with previous research (e.g.
Evangelista, 1994). The two items were summated with equal weights as an indicator
of export performance. The logic behind the inclusion of the prospects for future export
performance was that current export marketing policies would have lagging effects.
Coefficient alpha for the scale was 0.72.
To minimize spuriousness, firm size and product category (representing internal
firm-specific factors) and sociocultural similarity and stage of economic development
of the main export market (representing external market-specific factors) were used as
covariates (cf. Cavusgil and Zou, 1994). Firm size was measured by the average of total
sales and total amounts of exports. Coefficient alpha was 0.90. The exporter’s product
category was classified as either consumer or industrial. Sociocultural similarity was
measured by a five-point semantic differential scale assessing the degree to which the
cultural environment of the main export market was similar to that of the exporter’s
domestic market. Finally, the stage of economic development was assessed as whether
or not the exporter’s main export market was an OECD (Organization for Economic
Co-operation and Development) member country.
Analysis and results
Regression analysis was used to test the influence of export marketing strategies on
performance. Correlations and descriptive statistics are presented in Table II.
Hypotheses were tested using regression analysis (Table III). The variance inflation
factor (VIF) was used to assess multi-collinearity. VIF scores ranged between 1.13 and
2.57. VIF scores of less than 10 suggest minimal multi-collinearity and stability of the
parameter estimates (Neter et al., 1985; Dielman, 1991).
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H1 indicated that product adaptations by Korean exporters would positively influence
export performance. H1 was supported (B ¼ 0.598, p ¼ 0.001). H2 indicated that
adaptation of pricing strategy would increase export performance for Korean
exporters. The results support H2 (B ¼ 0.381, p ¼ 0.003). H3 suggested that direct
exporting would positively influence export performance for Korean exporters. H3 was
supported (B ¼ 0.886, p ¼ 0.001). H4 indicated that higher oversees advertising
expenditures would positively influence export success for Korean exporters. The
results did not support H4 (B ¼ 20.135, p ¼ 0.230). H5 indicated that overseas trade
promotions would positively influence export success for Korean exporters. The
results support H5 (B ¼ 0.641, p ¼ 0.001). The covariates of product type and
economic stage of export market were significance (B ¼ 20.415, p ¼ 0.001 and
B ¼ 20.912, p ¼ 0.001, respectively). Overall, the model’s predictive power is
significant, with an r-square value of 0.722 (F-value ¼ 11.561).
Discussion and implications
Academic implications
The central theme of this study was to explore the relationship of export marketing
strategy to performance in the export-driven developing economy of Korea. The
findings suggest a positive performance effect of adaptive export marketing strategies
employed by Korean exporters. Specifically, the results indicate that exporters
employing adaptive marketing strategies (as demonstrated by product adaptation,
price adaptation, employment of a direct channel strategy and use of overseas trade
promotions) achieved greater performance. This suggests that exporters who adjust to
the needs of their foreign customers achieve better export performance than exporters
who employ more standardized marketing strategies. A Korean exporter’s emphasis
on adaptive marketing strategies supports the exporter’s growth in export markets.
Underlying this finding is the commitment of Korean exporters to foreign markets.
Specifically, adaptive export marketing strategies greatly improved exporter
performance when compared to those exporters adopting more standardized
marketing strategies (characteristic of the low-cost supplier role). However, more
Variables Standardized coefficient p-value
Export marketing strategy variables
Adaptation of export product 0.598 0.000**
Adaptation of export pricing 0.381 0.003**
Direct exporting 0.886 0.000**
Expenditure for overseas advertising 20.135 0.230
Extent of overseas trade promotion 0.641 0.000**
Covariates
Firm size 20.183 0.081
Product type 20.415 0.000**
Cultural similarity of export market 0.054 0.624
Economic stage of export market 20.912 0.000**
Notes: F(9,48) = 11.561; p , 0.000; R 2 = 0.722; adjusted R 2 = 0.660; *significant at 0.10;
**significant at 0.05
Table III.
Results of multiple
regression on the
relationship between
export marketing
strategy and export
performance
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importantly, the relative influence of each of the marketing strategies is evident. The
regression results indicate that Korean exporter performance was most influenced by
export channel strategy, followed by extent of overseas trade promotions, adaptation
of export product, and finally adaptation of export pricing.
As noted by Aulakh et al. (2000), in today’s competitive global marketplace,
focusing solely on the minimization of production costs may no longer lead to a firm’s
success in export-driven economies. The findings are interesting when compared to
studies conducted in developed markets on the relationship of marketing strategy to
performance. For example, in terms of product adaptation, the findings of this study
are consistent with previous findings with regard to the relationship of product
adaptation to export performance (e.g. Cavusgil and Zou, 1994; Zou and Stan, 1998).
Similarly, trade promotion was positively related to export performance in previous
studies (e.g. Cavusgil and Zou, 1994; Madsen, 1989; Zou and Stan, 1998).
However, several differences between the results of this study and prior work were
found. First, unlike prior studies examining the relationship between price adaptation
and export performance, which have either failed to find a relationship (e.g., Cavusgil
and Zou, 1994) or found adaptation driven by internal cost factors (Christensen et al.,
1987), the findings of this study indicate support for the influence of price adaptation
on export performance. This suggests differences in developed and export-driven
developing economy contexts for the study of the relationship of price adaptation to
export performance.
Further, in contrast to prior findings (e.g. Zou and Stan, 1998), overseas advertising
expenditures were not found to influence export performance. The lack of significant
findings could result from any number of areas. For example, the lack of significant
findings could result from a non-linear relationship between advertising expenditures
and export promotion (e.g. an inverted U-shaped relationship). Alternatively, it could
be attributable to the fact that the role of overseas advertising can be too limited to
affect the performance of Korean exporters as more than half of Korean exports (53.15
percent of the total sample in this research) are done on an OEM (original equipment
manufacturing) basis. Further, the lack of significant findings could result from the
fact that the sample comprises a variety of business-to-business markets. Clearly,
differences across business-to-business markets would have divergent influences on
the relationship between advertising and export performance. For example, the
importance of brand building, upon which advertising is a tenet for export success,
differs substantially across business-to-business markets and therefore may confound
the results. Lastly, the rationale for the results could be similar to that of Cavusgil and
Zou (1994), who found a negative association of promotion adaptation and export
performance. They argue that simplistic adaptation without careful examination of the
export market could account for negative findings.
It should be noted that two covariates were also found to be significant: product
type (consumer versus industrial) and stage of economic development (developing
versus developed). These results suggest that Korean exporters of consumer
electronics and those focusing their efforts in developing country markets are able to
achieve greater export performance than those exporting industrial electronics or those
operating in developed country markets.
It is also important to note that the direct comparison of the findings of this study to
those conducted in developed countries is somewhat speculative given differences in
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timing and sample frames. However, the number of observable differences lends
support to the arguments of Aulakh et al. (2000) and Dominguez and Brenes (1997),
that direct extension of the relationship between export marketing strategy and
performance from developed to developing economy contexts is suspect. As such, this
research provides additional evidence for the need for academics to specifically address
the unique conditions of exporting in developing countries.
Managerial implications
From a practitioner’s point of view, this research suggests that the marketing
strategies employed play a critical role in performance for Korean exporters. This
research indicates that enhanced export performance can be achieved through the
deliberate implementation of adaptive marketing strategies. The adaptation of export
marketing strategies, such as the adaptation of export products to foreign customers’
preferences, allows an exporter not only to meet the needs of foreign customers but also
allows the exporter to establish a competitive position within the marketplace. A high
degree of product adaptation can be sought when an exporter has substantial
international competence, the product is culture-specific or unique, and the export
market is competitive. However, product adaptations should be made jointly with an
own-brand marketing strategy as well as adaptive pricing, distribution and
promotional marketing strategies.
At the very heart of this issue in an export-driven developing economy is the
question of whether an exporter should become a low-cost supplier or a global
marketer. At a firm level, management must decide on its short- and long-term
strategies in regard to exporting. Those firms taking a low-cost supplier position,
relying on OEM exports and standardized marketing strategies, are liable to be
replaced in the global supply market as new developing economies emerge on the
world stage, offering lower production costs. For example, many global manufacturers
began to minimize purchases from Korea in the late 1980s and early 1990s in favor of
new low-cost suppliers from China and Indonesia. In competitive response, many
Korean exporters began to move away from low-cost supplier strategies (OEM
exporting) towards adaptive marketing strategies to establish their position in the
global marketplace. For exporters to develop a sustainable position within the global
marketplace, they must be reactive to the unique wants and needs of their markets.
This requires adaptation of the exporter’s marketing strategies to the targeted markets.
Limitations and conclusions
While this study provides a number of new insights, as with prior studies it has its
limitations. First, definitive conclusions on the relationship between export marketing
strategy and export performance in export-driven developing economies are not
warranted, because this study deals with only one industry (electronics) in one country
(Korea). For definitive conclusions to be reached, a much broader study including
multiple industries in multiple countries would need to be conducted. Similarly,
although comparisons can be made to findings in prior research, differences in time
frame, sample characteristics, etc., do not allow the direct evaluations necessary to
fully understand this topic. Future research, inclusive of more countries and industries,
would provide a much richer and more generalizable foundation for understanding this
complex issue. For example, researchers may wish to consider classifying exporter
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markets into “developed large internal”, “developed export oriented”, “developing
export-driven” and “developing protectionist”, thus employing a combination of
economic and marketing perspectives to theorize differences in the relationship
between export marketing strategy and performance. Theory-based differences
observed across market structures would be a substantial contribution to the literature.
In addition, in an attempt to address all four marketing mix aspects of an exporter’s
marketing strategy, each element was addressed at a relatively aggregate level. For
example, in the examination of promotion strategy only two aspects were addressed:
advertising and trade promotion. Given that the sample included not only exporters of
consumer electronics but also exporters of industrial electronics, the exclusion of other
promotional aspects, such as personal selling, is a limitation that should be addressed
in future research.
Further, although the study included four control variables in the regression
analysis, a limitation exists in reflecting the full effects of the control variables on the
relationship between export marketing strategy and export performance. Future
research encompassing a larger sample size could explore more fully the effects of each
variable. For example, dividing a large sample along two control variables and
comparing the relationship between the divided samples could provide valuable
insights into the intricacies of the relationship of marketing strategy to export
performance.
As demonstrated in this study, the relationship between export marketing
strategies and export performance in the export-driven developing economy of Korea is
complex. The results of this study highlight some of the potential hindrances of the
transferability of export marketing strategies from a developed to developing country
context. While the conceptual and empirical findings are encouraging and provide new
insights into this area of study, other studies must be conducted to gain a better
understanding of the relationship of marketing strategy to performance in
export-driven developing economies such as Korea.
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